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Hunger breeds discontentment. Chaoshancuisine is becoming more and more popular 
among all levels of customers because of its healthy and delicious characteristics. As one 
of the largest immigrants' city, any restaurant in Shenzhenif they are related to Chaoshan 
cuisine will have numerous customers. From this great market environment I see the 
excellent opportunity of improving the Chaoshan cuisine in Shenzhen and filling in the 
gap of the current market.This paper applies the theory of entrepreneurship management, 
based on the research and analysis of the market, the Shenzhen Guangdong Cheng Thai 
Food Co., ltd.. The research found that the entrepreneurial project should be defined as the 
characteristics of the high-end catering enterprise.It will be located in developed regions in 
Pearl River Delta. By guarantee the quality of foods and service and build our own 
centralized processing and distribution center, our company will become a company that 
has core competitiveness.The investmentofYueDengTai in the first year costs 800000 Yuan, 
the internal rate of return of 97%,2.4 years to recover the investment, it is a relatively 
worthwhile investment projects among start-ups. 
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